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This paper revieus two studies, puhlished in 1972 ahd -
in 1970, that dealt ‘with women's'roles in television advertising, and
_it reports on a study of men's and women's roles in 595 television
‘commercials shown in the Bochéster, New York, area during March 1974&.
Results are presented with regard to .the sex of the voice-over
announcer, the sex of the persons pictured in th€ caommercial, and the
types of products advertised by men and- by women. Among the findings
are that, although female voice-over announcers are in the minority,
,there has been an increase in the percentage of fesale voice-over

''annQuncers since the earlier two studies were conducted; wvosen appear

as product representati'es as often.as do men, but women in
television commercials are most often' portrayed in ‘the roles of wife
and mother, are frequently presented as rather stupig, and are .
- limited with Tegard to their occupations and the physical areas they
inhabit. (GW)
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utuezeseanﬁasbeehdevowdtome topic Of waren in televisich advertise-
ments, Concern for violence in television-hs producad extens:.ve research on that
topic; in com:rast, sex stereotyom has been virtually 1gnored In fact, we could

. find cnly two p\bla.shed stud.xes on the tomc of sex stereotymng in televism
vertisements, although less’ ’formal investigations mdqtbtedly exist. ’

An analysis by Rpmirtick and Rauch (1972) examined prime-time television com-
mercials which appeared on the network flagship stations in New York City during
‘Sp;.'ing, '1971. da'tiars analyzed advertiserents feat;aring feales and, several weeks
later, they analyzed a camparison sample of advertiserents featuring males. - The
rmults.c;emstramq that ads featuring woren concerned personal hygiene 15% of the
tinermileadswiﬂmtvmancmwex:mdpersmélhygiemaﬂy%ofﬂxédm; the
difﬁerence was statistically s:.gmf:.cnnt. Furthermore, women were much lesg likely .
tiamnmtoappearmads forcars, trucks, andrelatedproducts.,mus,vmenczn
bmtaqnlatemompastemdatbatptmseuitmtelevisimviae;s,mtmare
presmedtohavemcredibility in selling a car.’ Noéonlywas thexeal:i,nﬁ.ttc;

A vtntmmncwlglsell, buttbarewasalsoaresmctimmvheremeycanbevmlle
selling it. As thaauthor's"taﬂessmcmctly, "2 woman's place isin the hame.” ‘

.‘ This dz.ffezmce,, 'coo, was stat:.stwally significant; females were pictured in the
}ure 38%ofﬁ1etune, w?ule"\aleSWeremtheMIBM%ofthetnm In oontrast,

" nmwereplcturedrmdxn'ore freqtmtlyinabusu\essgettmg (14% versus 7%) and
outside (441, versus 193). Advertiserents seam to be capltallzinq on Enk f-h::.}:sm s
"inner space" (Eriksen, 1964) . . i )

Not surgnsingly, occupations were portrayed qu:.te differently. for the two

sexes Ofthoeepeoplewmwere]udgedtohaveanoccqaatim, %%ofﬁevmm

.
a
0

were tallied as housewives. The equivalent category of husband and/or éather was
'occupiedbycnly 14% ofthenm Inspection of Daninld;mdm\x:h’s data-shows
Athatvmenwereseldanrepresentedinmtereotypedroles. merehéreZbusinesa-
mgﬂn230mrkirgﬁa*aleeinﬂ1esmple,butmemstofmevmmmre
teachers, stewardesses, secretaries, etc.-x-ialeshadfazjmre diversified occupa-~
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tional altematiwes, fram lawyer and p:LlOt to professional athlete arﬁ, intrigu-
© ingly, criminal. . . '

' . Oﬁeifmdmgsma,emrm&mmmh'suﬁymxeqxeﬁon;mgz 1) Woren
in the advertisements tended to be younger than the ren; . 2) tamen were not typi- ~"|
cally pl;cédincamercialssi:@lygssexobjects,andm The off-camera, voice-.
‘wek'armomoerwasamléyoj:cem%‘ofthetjm,admorus7%ofthetinfe,andfe-
male only 6% of the time. This last cbservation is.partRularly interesting, as
it provides statistical confimmation for theobmvatia‘;bys\:elzle (1970) that L
camercials "erxilessly show wamen helpless beﬁore a pile of soiled laundry until
-thera.levoxceofauﬂ'mityoverndesherstotellhowbrarxinith:.tsfaSt—act.mg’
enzytmmllgettnrclothescleanert!mclean. !
ﬁesecmdaruclew.cenedwlthmsmlesmtelevmmmrcmls
(Omxxrtney &M‘u.ppl‘., 1974) reviews the results of*four studies on this topic, the
m:‘d.m'.d{andRa\x:h sample fram 1971, two stidies in 1972 by N.O.W. chapters, and
‘ane in 1973 by Courtrey and thipple. 'mest\xiz.esca'xfimthemi&arﬂkawh
obsewat;msregardrgthegredaﬁnanceofmlevmoe—wers Enoourag:.ngly, tuvever,
fef“alesarebemgsbamjwtasofta\asminﬂ\emreomtsmdies t:hisper-
contage increased slgm.f:.cantly‘ between 1971 and 1973, Women are apparently seen, /
but they still aren't heard! (Incidéntally, however, women predominate in daytinme
‘advertlsatmtsvtuieqa\pred:xmheatnight) | ' - i
Inmmalyslsafthetypeofprodtctadmtised,cnrmeymldmiopleﬁmnd ,‘
T wztmmnwmmmmmmm;mm 'but men sell drugs
- and medicine. "!‘efoursttxileedifferedwithrespecttotfedeecripﬂmofﬁ!e
oﬂwercategorms,amisothechtacouldptﬁecmmredexbensively. Otherm ' ‘f'
dmmsﬁanﬂdssmdymeﬁathemagainr@meantedasclwﬂm
wxm Also,mwerestinovenepmsaxtedinfamlyﬂmesettingsmdmrhr-
myprsented with respect to job variety. Again, n'e\wex:eoutxi& mmnendid
mumeinuoaem:e,ﬁeydidsoguyuo"giveaeordasmmoeameatme
reals,"” Asﬂeauﬂmsml\m, "mevmldformmtheadsisadmesticme,
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tional altematives, fram lawyer'arnd i)ilot to professional athlete arﬁ, intrigu-
© ingly, criminal, . . '

. Oﬁe}fmdtngsinﬁ;emmnd:mmmh-suﬂymreqxeﬁon;mm 1) Women
intheadvartisamtstenéhdfobe;nmgerthand*enmrﬂ !'bmnv;gmmttypi-
cally placed in comercials simply as sex cbjects, and 3) The off-camera, voice-
.qvek'almcxmcervasamléonOeBR‘ofthetime,ad'xonsnoft’net.inb,andfe-
’ male onlth% of the time, This last dbservation isxpartJ.%ularly inberqs;_im, as
it provides statistical confirmation for the cbservation by Suelzle (1970) that
camrercials "endlessly show wamen helplws before a pile of soiled laundry until
-ﬂ\era.].evomeofauﬂ'nrityoverndesherstotelll‘n«vbrarxinithltsfaSt-actmg
enzynmmllgettnrclothescleanerthanclem. ot
ﬁeseandartlclecm.cenedwzﬂmmrensmlesmtelewsiqya:mercmls
(Owrtney & Whipple, 1974) reviews the results of*four studies on this topic, the
mrtim'.d{andmm sarple fram 1971, bpsﬁxii%inl”ZbyN.O;W cpapters, and
‘one in 1973 by Courtney and thipple. 'mestuh.escmfimthemidandkawh
obsewatwusregaxﬂrgthemedaﬂnameofnalevomrs E:-;couragmgly, w,
fe'alesarebmngsbamjwtasoftenasminﬂ'emmtst\ﬂies t:hisper-
contage increased s:.gru.ﬁcantlyﬂ between 1971 and 1973, Vomen are apparently seen,
but they still aren't hedrd! (Incidentally, however, women predominate in daytime
advertlsarmtsv&uieqe?lpte&:mheatnight) | — . i
Inmm\alyswafﬁmetypepfprodmtad\ertised,mmandmmplefmﬂ
tbztfaml&ﬂstillsellfemlems'eumandhousetnldgzoduc& bu!:nmaelldru'p

»

and medicine. %fourstuheediffexedwithrespecttoﬁe&ascriptimofﬁle
oﬂucategones,mmﬂechtamdptsemparedmi\ely. Otherm
clm;ogsfxanﬂﬁsstudymeﬁatnénmemagainrepmtedasomerﬂm
women, Also,vmenwerestiuovenepresamedmfamlyﬂmesetdngsmdmrhr-
roprsented with respect to job variety. Again, nmwax:eoutsi& Wlmmendid
vmturemmaem,ﬂzydidmgnym"giveaeordmmaavweameatan
reals.” As'ﬂweauﬂnrsml\m,"memrldformmtheadsisadmesticme,
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where wamen are l'x)usebxl es who wo rry about cleanliness and food preparat.mn and

¢ serve their husbands and,dxildre;n. Seldrm is a woman ghown cambining out-of-hane '
employment with ranagement of her home and cpersonal life." In ccnt:rast, mgn are
portrayedasmechmmtsexmﬂxepramumofmstpmdmtsxﬁsemoesvdudx
are significant to the famify and vhere the ‘decision-making process is at all ex-

- . . '

tens:.ve .

-~

Wefeeltimatltlspartlcularlymfortmatethatthlsareaofrweardihasbeen

neglected, with. the exceptioh o8 the Daminick and ;udu (1572) *and the ‘Courtney and
rrupple (L974) studies, because of the irplications for the soc:al:.mt:.m of chJ.l-
ci.:n. :Rrecent experment by Frue and !icGhee (1975) found that acceptance of tradJ.-
t:.c“al sex mles, as assessed by the Brown it Scale, was greater for chifdren who
were clasmfled as high- telev.Lsmn watchers (25 or rore hours per week) than it ’
was ‘ocr lowbelevlsmwatchers (10 or less hours per week). Altln:gh other inter-
pretat:tom of these data are ava:.lable, one explanation may be that eytens:.ve tele-
vision Vviewing encourages c;h:.ldrem to aceept the roles p.ortrayed on tele\rlsmn. It
secms clear from other research (Sternglanz & serbin, 1974) that sex role stereo-
typing is. pronounced in children's television programs. Cambining this stereoty ’E'
ing with the Sgreotypmg evident jn advert:l.semts, it is no swprise that chil-
drmemleammgmﬂungabmtmmsoc;etyadltsmmsaﬁmumm
1-h-°Se edyertiserents, - - A .

. Ve feel, then, N

| itisinportant.togaﬂmeradditimaldatamﬂmeissmof
fortworeasms Flrstofall,thewaymmchwo-
adswxureﬂectlxmmaremeedinagfm

“society. 'Ihus,weu',' hvelevxs:m.adveruﬁalmtsasarclﬁvalzﬁc‘i‘sofsex

'mles. T:‘urthermre;/’ si:xpe ‘television ssems to play an irportant role\ e sccial-

dzation of childrm, dﬁldrmmllgrwmvimngvmminﬂ\atsanelight.

Our study Pepresmts, essentially, a replicatim of these earlier studies in
orderboestablishamlzabledatabase Previousstudieshaveexandnedadvertise—
ments inNewYork S:ityf mshingtm, D.C., and Toronto. We’ feelthatasanple from

/a g
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explore die'appare'xt dam'.se of this form.

s * - . 3 ’ .
..— .4
- f .

asmllerc1tymthalargesxmmdmgmralarea (Rochester,NewYork) can pro-
videsarecmtrastmdofferxsm‘ormtlmabcutﬂegenerahtv of these earlier.

. data, Also,thedatawerecollectedmeyearlaher, perhapsadvert:.sersmayfmally
hrecngruzetheargurentsproposedbythefanuustrnvarmt.

M
IETHOD ¢

ﬁnseﬂorauﬁnrﬁbul@e&erfadwrﬁse@ﬁmatmedmﬂepeﬁods .

in which the study was conducted in March, 1974, Table 1 describes the sample.

—

" Table 1 about here

-

Madvgmisbzermtvasdesaibedb:ieﬂymﬁwdedfarﬂeMandtypeofSWM'

which it appeared. LAdditimaléodesrqnesenbedtmse;cofmevoice-cveranmmd:r,;
. A N

the.sex of ths- person pictured'intheacfvlertisarmt, and the type of product adver-

EN 7

tised: - . R Ve
' RESULTS. ™
™ AN
First let us consider the results for the sex of the voice-over ammouncer at

. ) o
the end of the advertiserent. e calculated fram mrd.nid{'and Ra’ux:h's (1972) sta-
.tl.stics that their sanple mast have included approximately 822 (87%) male woice-

overs, 57 (6%) ﬁamlewice—overs,ands? (72) mxeddnmsvo..ce-overs Inowr
sarmple, there were a‘total of 544° adﬁertisenents with a voice-over. Of these, 430

L}

(79%) wererrales, 94 (17%) werefenala, and 20 (4%) werenilxeddnrcus For pur-

posasofmlsanalysls,weigmreqthe_mmddmxsdata, leaving it to others to
"'. , . i~ P
»

Mquestlms interested us regarding the vome—cver data.' First, has the‘
pexemtageoffamlevoice-maemirx}zeasedsnce&emamidcmﬁm@suﬂﬁ A
du-square analysis indicamd tHa® this perca'xtage had increased sxbstantially
(x2 ='43.41, df =], p<.001).-!Now it is possible that the difference between our

resﬂtsmﬂﬂnseéf&:umckandkatmcanbeattﬂbutedmﬁmeﬁctﬂa‘ﬂeir'
adverdmt@vmefmprﬁe&mv&ﬁlemsanplehnlxﬁeddaytimtelevﬂsim

[ L . I3
- ' ' 6 T
. . N L]
M Al
. A . ' .
~ : : . . . .
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ad\emsenmts. However, an inspection of our pnre—tma subsa'rple s}x:wed that the _
pe*centag&s here d:.d not differ from ‘those in dhr owerall sample. It is also pos-
sible t.hat %egicnal dlfferences might be: responm.ble for the dlfﬁermce, but we"see
no a priori reaseon.to predict’ ’mre ferale representation in the Upstate New York
smtple. It seems, thm, that fore recent television commercials are more !.J.kely to
selectafem.litoprov:.dethevolcemer, th.reeyearsaft.erthemmud(andm‘xh
study, woren are rore likely to provide 4he authontatlve last word. l
Wem‘:ualsoaskasecomiquestlm J.nthepresentsanple, aremaﬂ.&sandfaral&s
equally represented in woige overs" The }ﬁnswer here is c.learly "o" (Xz 258,
af =1, p<.fol).
Asecaﬁcategoryofdatacmcamstrepresgneofnmandmaspmdmt !
zep‘r,esentatives. In order to remain as consistent as possible with the Dominick
and Rauch study, a single tally rark was recarded for females for each'ad containing
ore or rore females (whether adult or child); the same process was followed for males.
This, a given ad could be tallied for both males and females. In all; 293 ads showed
faralesmdmadésmédn'mgs. Females are in the slight majority in our sarple,
but this predominance is not Statistically significant '(x* = .86, df = 1, p>.05).
These statistics agree with those cited in the 1973 Toronto sarple (Courtney and
~ {khipple,. 1974) where 50% of those pJ.ctured were female, |

LetLSrovcons:.dm: the product categones ofﬂmeadvertisemts (see Table 2).

- Table 2 about here

- -
- " L2

- : '
‘e examined the five catégones ‘included in the Dominick and Mmh table. (These
arethefirstf:.vecateg)nesmcmr'mb].eZ) Wealsoaddedadchtimalcztegones
emﬂ:admﬂnmmyarxdﬂﬁ.pplesuﬁy 'mm,wehavecategonesmichwill
al;wompansmsmthbothearlier studies. Wé added ane final category, " finane
cial” because we thought this might réveal sare_‘inte.rest.ing sex differences,
Not sur;frgu;gig, ferales outnugber 'mia7in female coametic ads. Alsor,‘nal.es

N

LY
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) of Dam.riid< and Rauch,

N\

‘gtantial sex difference was "household,

~ B . ‘ 'a > "

' - . 6

, . /
ubtmberedfemal&emcarads \30:hof ijefmdmg nnparalthdtberesults e
)

'

However, mlu.e Dm.uuc.k and Rauch we found no differences

fornalecosretlcsanigas&oil,beca\sewefomdsofew fortheseitenemour

m_gffemmemthepersgxalhyglenemodmtswteqory,
anffe:mcebutmurtneyandﬂu.ppledidm.tmﬁ)eumte :

sanple, Also, we

pomirtick and Rauch

~

recentrstlﬂy Concemabout cleanlmessmadsmmlomercmﬁnedhofenales

]
men (mlwtmdy) & scuss deodorants, use lLava soap, and smile bnqht tootlrpaste
sniles, .

The cre category vhich Dominick ahd Rauch did not examioe which showed a sub-
'"-gmtpgcrycarp'osed yofho_usehoId,
cleaning aids. Vhile personal cleanliness is now appropriate th sexes, house='
hold cleanlifiess is still larcely the concern of wunenr Vamen are continually beim?

del:.ght:ed in advertisements-by shiney floors, shihaey tables, shiney dishes. .This
* . » .

s
-7'

-

D
ana .

differerne natd'xes the data of Courtney and vhipple in their ¥973 sample.,

Fmally,we Mmmffemwemﬁeaxeasof food and beverages, ]

mdlcme,andfuxancm 'mz.slastfmdmg:.smagmg wu'marepi in

fmam:.altransactlmsaso%enasmnare, alﬂmx;hthenatxn'eofﬂxesetraxmac"

nay well be dJ.fferent.
v DISCUSSICH

L~

Wefmdltpart:.cularlyencwraglythatﬁ'erehasbemanim:rease hrast: -

favyearsm&epergmtageoffmmrspmdmgmeﬁmllgfommmm
products. There~ seems to be a tremd to allow women to demonstrate their expertise,
Pbremrple,anadfor?avpersd;apersr
shovsafather,granifatherandababy 'ﬁefathersugge&sa?arpersdiaper This

ad, se far, rns Bmtertotzadttlmalstereotypes butwilltmyersmzstamle

especially in the rore tradit:imal areas,

msw'xastnctlyferﬂlehopic” Imhed,inthisad, iti.sawmanammmgerwho -
aq:lainsvmypanpersarethemperiorpmduct Amrerefinedcmparmo}our
datam&ﬂneeofﬂam:ﬁdcadhxhnﬂghtmvealmidwamasammstlmglyﬁo

yield to the female voice-over. We suspect that it is the traditionally femining
. 8. .

!\/
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. Ofanmse;oirentkmsrasmformedxanqelsmdlﬁedbytmfactthatumen

. e

vo:.ce—overs are still J.n themmnty, even m some clearly femmne ads, as for

Dove sOap,, or for ads dealmg with sex—stereotyped areas, such as to:.let bowl -

cleaners Quite oftm, r"ales beoare J.nvolved in ads at the point vhere a "scien— B

t.1f1c explanat:.on seems necessary (perhaps because men are assmed to be more

| R

' trusbznrﬂiy, Believeable, and knowledgeable) to corraborate the more "pe_rai\af
. ) : , \

«téstimonial” of the women, ®

Itisclearthatwdmarerovmll repr¥sented with regard to the number

'oftmesﬂ-eyappearasotoduptrepresentauves 'nusrsmcnntras‘tt:othe

situation in elerentary school readers, in which males outnurber ferrales both as

main characters and in illustrations (O{agmer 1972, .hrben & Matlin, 1975).

In these readers, females have beerl called "invisible" because of the:.r scnrcn:y
L 4

" In contrast, telev:.sm adve:ctlserents ‘picture females as bfteri as*‘males. 7’1]1e

complaint cones, :Lnstzc.d, franﬂxeuayinw!ﬁchmeyarempresented. Wedemm-

strated that they appear significantly more oftgn for household products and
less oftan for mrs,/ wmch are ocostly "male products. -

- Turm.ng fram the quantltatlve analysa, let us consider, nore qenerally, Fln

r
mareportrayedmad\arusmts. As a whole, they represented in their

tradititnal role as a wife and mother,. perhaps not too intelligent a wife and
at that. They are seen being surprised by lower food prices ‘and cle::mer dishes
and’ f::loors, fdréir;g u;é‘rr children to gargie, wrapping sandwiches, cook.mg soup,
b’uyihg toothpaste, and going wild over hats. -The woman is busy everj‘minube, but
ehe loves it=--because she takes her Geritol. o
Oursanpleofadvert:.senents sup[brtstheconclusmofmnimd{andRamh
that females are not placed in oamercxals merely as sex objects (perhaps this
tendency would be stronger in magazine advertisements). e found a sexy female )
.actor—armmcer floatingm:gbarﬂcm{emiuns, avmanwhomghtlysinﬂcs forth |

inalmrtfmﬂlywhiteqmntomnoeﬂxespechlsornoviesformeevening

(mﬂmeNBCNebnrk,mdﬂ:eL'Orealer(blorwtan,wtnisattadwdbya

(o e =

4 —_—
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handsanemle after spurg:.ng $? 750nherse]i Aside fromthese, belev:.smn . .

fem:tles are not especially sexy,

The women in television cmnercia!.s may not be sexy, instead, they“ seem
, pitifully b, ’(he waren forgets, even after she has been told many times, that
mlyacertamcbgfoodwntainsbeef,mxiarmhercantseantouﬁerstandﬂe !

intrieacies of &caffemated coffee. Anot-l‘xer‘v young waman is cmpletely forgetful
~. .
ofthefacbthatshehasacredltfa:dtnpayforhercarrepalrs She is

J
utterlyhelplessmta.larrmremndsherofhercred;tcard One other woman, to |

hercredlt,.cbésbegmtoputtpheramcm'tam‘mtllhera.l_:thntisstopsher. \
‘ Women also .seem to be restricted with-reqard,toﬂme;hysicélareastheycnn.

inhabit., We didnot investigabe thlsmteréstmg quaétim, as the earlier studies
M
d:.a butwembea*lmdexadinwhlchamnandawmanarewasmng a window. '

'memaplsmmeoutsmeandthevunanlsmtkemsme '
— 'Ihe 'feminist movement seems to have lﬁ:tle effect on how advert:.sers represmt

wurmsooapatqons., In our sanple, wé sawonly fourmrkingwum, qtgacher, i

librarian, a golf instructor, ;ndaomphi_ne the Plurber. Ve are pleased to see
.tleseiastbnma-stereotypedoccwatm }bvever,mrﬁteﬂnthqiﬁmhas
bemamﬂforrrmyyears,mdshemsullmthekltdm

e mvalesarealao aortrayedaslimﬁed and helpless in te advertisements

',e-mmficallv at ch.llren Again, the wasi.m Zority of the amowncers Are

/ M.
men—or, in the case\\of the humorous cartoons ads, ralt woices. 3%s anc girls

\

are once'ag}'r_b cast traditionnl roles. In an ¢ for o candy; bar, 2 little boy - ‘
-3 seen having . ]ust clu.nhe" a2 mountain anr placed a flag on J.t, vhile a girl - .
.50 2] m on ‘n flying’ t;(\mci' Buster Brown rrakes Pashers for boys and Drplmgs
forgirls. Inamtherad, aboyandagirlareabouttobegmaganaofbaseba.d
when.itispomtedoutﬂxfat.ayeof,ﬂmj.saglrl,arydsoﬂmeycmtplay{ The

/

"girl réplies that at least she likes to take baths!

It is possible, "though, that the feminist movement hds had same specific in-
Q fltencemastrallnmbe:.gfadsﬁea.mringnm. Q\enmd:eslamdry Another

ERIC - 10 .
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man fnes chicken and recelveq the corplment, "\Iot bad, Dad.” Yet another
’ ‘ather makes soup for the fam:.ly, His llttle daughter days, "l'.ad" I didn't Know
" you could cook, and Dad replies, "Neither.did I." In another exaxrple, a wa!an

P
goesbadctomrkputsheas’suresusﬁiatherh'memn't sufferbeeauseherhus—

band uses !bp & Glow an~the floors.‘ ghe caments,  "Isn't he terriﬁ,c'" It seems
,thatrrenmbe:sInm in fanale-role ads, but there must be some. surprise mdlca-

ted, Tbey never s:.rfply stir soup, as theJ.r wives mpld in similar circumstances.

l'en are garfommq female tasks, but this is st.l.ll so mu,sual that it deserves

's'Jec:Lal ccmrent. "Bem and Bem (1971) have noted that we can test for equa.ht)vf G
. sex roles by reversing the sex of the characters and seeing whether the descxip-
tlmretamsthesameflavorandtcneasthéongmal 'h:ymgﬂustestmthese

ads, we see that men may\be performing wumly duties, but the "flavor" is same-

havéaifemt,tlnsperfonnarwexsmtpartofthemnsasbmazyduﬁes. No .

notherwouldrecelvetrecament, "r’k:m,IdJ.dnthWyoucouldcook, norwould

she reply, "Neither did I." Inc:uhntaﬁye, we wxder why thér:e is no équivalent
A}
advertlsement portraying a mman J.n a rale role, whether with or w:.thout ca'ment.
. « 8
cmcmsxai . ©

Inthelastthreeyeaxs, thexehasbeensanemprovarentmﬁ\ewaym'enare )
-y repr&eenwd in television advertlss'\ents, but ob\n.ouslj the s:LtuatJ.m is st.Lll far " _-
.franldedl Westlllawaltanadvertlsenmtsrmngareally ca'petentmman one

who can corment autmntatlvely on a product w:.thout the last word bemg spoken

bytheultmate,rraleexpert - N
. -
, ‘/ .
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Table 1: Oxaractaenstl& of thé sarrp‘le

adver;xsam , .
. 4 Of R '.‘f.,' .
- - ¢ . v ‘q.“ ,,’-fl\ .a "
) ', ) - ... . * v A .
Type of Total # Total 8 .7 . 'Type of Show . Total #  Total #
Time Slot ‘of Hours pof Ads B of Hours of Ads
., . = Pl L4 , T . '
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Evening
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. roe °  Table 2: Product Cateqories of Advertisements
- ' . 1 . v .
s .., X A . , ;
N L RO S . : b
~ . Produst’ Category
T 1. Male cosmetics
' --+. 2, Female codmetics _ "‘
.. 3. cars, related products J
\ 4. Gas and oil ' "
' .,5.“Pei'sonal hygiene products : 15% ) 11% C " n.s. ,
6. fbusehold R [ O <01
7. Food' and beverage T 36% n.s.
8. Drugs .and(nediciﬁe e . 5% ' . n.s. .
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